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Abstract 
The present study explores the characteristic value of social behavior in using digital text voting for commercial 
competition in Indonesia. The combination models of Technology Acceptance Model (TAM) and the Theory of 
Planned Behavior (TPB) were used to evaluate the latent exploration factors. A total of 112 respondent data was 
analyzed by structural equation modeling (SEM). Six positive correlations were revealed and the evaluation model 
able to describe the 36 percent R-square of total behavior intention to use digital text voting for commercial 
competition in Indonesia. The analysis also reveals that the attitude (AT) factor contributes as the most prominent as 
well as the highest latent factor to affect the individual’s intention by SEM analysis. The exploration result can be 
used as a valuable input by companies in entertainment industry to develop strategies in attracting the commercial 
competition viewers. 
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1. Introduction 
Entertainment industries have seen the commercial competition as one of the promising show to attract 
the viewers’ attention as well as to increase the popularity of the host provider. The voting system for 
commercial competition has been utilized by many countries for more than 50 years [1], where it keeps 
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evolving with the rejuvenation of information and communication technology. The commercial 
competitions have many variations such as singing, cooking, comedy, and magic shows. Many 
commercial competition hosts provide the medium of digital text based communications, along with the 
phone, to transfer the voting data gathered from viewers/voters. The digital text voting itself can be seen 
as a voting process that use any online media with text based data collection system. In Indoesia, digital 
text voting practically can be derived into social media electronic based (e.g: facebook, twitter, etc) [2], 
commercial competition’s official website [3] and SMS based media [4]. This research, therefore, is the 
first attempt to explore the Indonesian voters’ behavior by using digital text voting for commercial 
competition. The subjects’ behavior was evaluated by the combination of Technology Acceptance Model 
(TAM) and Theory of Planned Behavior (TPB) model, to include Perceived ease of use (PEOU), 
Perceived Usefulness (PU), Attitude (AT), Subjective Norms (SN), Perceived Behavior Control (PBC) 
and Behavior Intention (BI) factors. Knowing the behavior patterns of the voters are important, which can 
help the host to conduct the further strategies via behavior approaches in order to optimize the voting 
number. The present study is constructed in several sections, in which section 2 explores the related 
literature of TAM and TPB. Section 3 describes the methodology. Section 4 discusses the result and 
section 5 draws the conclusion. 
2. Literature review 
In this study, a combination of TAM and TPB model is used to analyze the behavior characteristic of 
Indonesian voters to use digital text voting in commercial competition. This study is also the further 
exploration of Nadlifatin’s et al. research [5], where they attempt to evaluate the SMS usage in 
commercial competition with the TAM and the theory of reasoned action model (TRA). TPB, which is 
extended from TRA model [6,7], is widely used to human behavior in wide activities, including the 
behavior to use a particular technology. Many empirical researches regarding peoples’ behavior intention 
can be explained by TPB, including the usage of a particular information technology [8-10]. TPB, as 
firstly described by Ajzen [7], consists of three essential factors, namely AT, SN and PBC. AT is the 
degree of which people accept the likeable or unlikable feeling to perform the behavior.  In this research, 
AT is considered as the degree of which Indonesian voters accept the likeable or unlikable feeling to vote 
by digital text in commercial competition. SN is the individual perception that came from the people(s) 
who have a big influence to the individual should perform the behavior. Similarly, this research considers 
SN as the Indonesian voters’ perception to conduct digital text voting in commercial competition that 
came from others who have a big influence to them. PBC is the individual perception of their resources 
and opportunities can help to conduct a particular behavior. Likewise, PBC in this research can be seen as 
the perception of Indonesian voters of their resource and opportunities can help them to vote with digital 
text in commercial competition. 
The following model, TAM, was firstly discussed in Davis’s research [11]. His research tried to utilize 
factors that reflect the influence on the user acceptance to use a particular information technology. TAM 
model, which was influenced from the theory of reasoned action concept [6], provides supporting theories 
regarding the external variables that affect human’s behavior intention in the use of Information 
Technology. TAM is constructed from three fundamental factors, namely PU, PEOU, AT and BI. PU is a 
motivational level of the user to perceive the particular system as an enhancement to the work 
performance. In this research, PU can be described as the level of the Indonesian voters to perceive the 
digital text voting can enhance the voting process for commercial competition. PEOU can be defined as a 
degree to which a user believes that there is no high effort required to perform a particular system. In the 
same way, this researcher sees the PEOU as the degree to which Indonesian voters believe that there is no 
high effort required to use digital text voting. AT in the TAM model has the same association, meaning 
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with AT in TPB. The combination of both models is shown on Fig. 1. The hypotheses derivations were 
detailed in the following statement. 
H1: Perceived Ease of Use (PEOU) is positively related to the Perceived Usefulness (PU) to use digital 
text voting on commercial competition. 
H2: Perceived Ease of Use (PEOU) is positively related to the Attitude (AT) to use digital text voting 
on commercial competition. 
H3: Perceived Usefulness (PU) is positively related to the Attitude (AT) to use digital text voting on 
commercial competition.  
H4: Attitude (AT) is positively related to the Behavior Intention (BI) to use digital text voting on 
commercial competition. 
H5: Subjective norms (SN) are positively related to the Behavior Intention (BI) to use digital text 
voting on commercial competition. 
H6: Perceived Behavior Control (PBC) is positively related to the Behavior Intention (BI) to use 














This study utilizes a combination of behavioral assessment models of TAM and TPB as the 
methodology and a questionnaire was made as the instrument for data collection. The questionnaire was 
constructed in two sections, which the first section explores the 18 observed variables to evaluate the 6 
unobserved/latent factors in combination model. The 18 observed variables were derived on 3 questions 
on each factor, consisted of PEOU, PU, AT, SN, PBC, and BI and were evaluated by five-point Likert 
scale. The Likert scale ranges from 1 as “I strongly disagree” to 5 as “I strongly agree”. The second 
section asks about brief background information such as gender and age. The questionnaire was firstly 
distributed in a pilot study in early June 2013 by online questionnaire method, which measured the TAM 
and TRA on SMS-Voting [5] as the basic factor of TPB. Knowing the positive result in the pilot study, a 
further questionnaire parameter was expanded to accommodate the digital text voting and PBC factor of 
TPB in between December 2013 to February 2014 by the same collection method, an online 
questionnaire. Due to some limitation of time and resource, this research only captures 112 data 
respondents from the 120 distributed questionnaires. However, a current evidence research showed that 
Fig.  1.Evaluation model 
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the number of respondents over 70 is suitable enough to be used in structural equation modeling (SEM) 
analysis [12]. 
In the SEM analysis, several parameters are tested to ensure the reliability and convergent validity. 
This research contains factor loadings (FL), Cronbach α (α), composite reliability (CR), and the average 
variance extracted (AVE) with the minimum value of 0.7, 0.7, 0.6, and 0.5 respectively [13, 14]. The next 
test is to ensure the model validation, which this research considers goodness of fit (GFI), comparative fit 
index (CFI) and root mean square error of approximation (RMSEA) as the parameter validation. The 
minimum value of 0.8 for GFI and 0.9 for CFI as well as maximum value of 0.08 for RMSEA are 
required [15, 16]. 
3. Result  
3.1. Descriptive statistics  
The respondents were identified as 67 males, 45 females and the range ages range between 20 to 45 
years old. The 112 collected data were explored to have a range value between neutral to agree (the mean 
ranges from 3.12 to 3.91) as shown in Table 1. The mean represents the respondents’ choice to answer the 
neutral to positive response on most of the observed variables. The results of FL, α, and CR in Table 1 are 
all in between 0.7 as well as the values of the AVE are all above 0.5. The result of PU2 (0.692) and PBC3 
(0.679) have slightly fallen from minimum value, but still 0.7 by the rounding approaches. Therefore, the 
reliability and convergent validity of the data are qualified. The next test is to determine the result is 
shown in Table 2. Lin et al mentions in their TAM research that if the model fit result is surpassing the 
minimum value, then it is considered as a robust and predictive on real situation [13]. Thus, since the 
value results of the three parameters are in the range of required value and therefore it is considered as 
robust and able to represent the real condition.  
 
Table 1.Descriptive statistic, reliability and convergent validity result 
Variable Question Mean Stdev FL α CR AVE 
PEOU1 I think digital text voting for commercial competition is easy to 
use. 
3.63 0.88 0.793 0.864 0.869 0.689 
PEOU2 Digital text voting for commercial competition is easy to 
understand. 
3.57 0.84 0.889    
PEOU3 My interaction with digital text voting system for commercial 
competition is clear and understandable. 
3.57 0.97 0.804    
PU1 I think digital text voting for commercial competition is useful. 3.81 0.89 0.783 0.808 0.810 0.588 
PU2 I think digital text voting for commercial competition is 
worthwhile. 
3.26 0.97 0.692    
PU3 I think digital text voting for commercial competition helps me to 
vote for my favorite. 
3.45 0.98 0.821    
AT1 For me, I like the idea of using digital text voting for commercial 
competition. 
3.91 0.79 0.873 0.880 0.883 0.717 
AT2 For me, vote with digital text voting for commercial competition 
is enjoyable. 
3.90 0.79 0.860    
AT3 For me, it is a good idea to vote with digital text voting for 
commercial competition. 
3.90 0.86 0.805    
SN1 Most people who are important to me think I should use digital 
text voting for commercial competition. 
3.13 1.01 0.779 0.884 0.889 0.725 
SN2 Most people who are important to me would want me to use 
digital text voting for commercial competition. 
3.12 1.00 0.901    
SN3 People whose opinions I value would prefer that I use digital text 
voting for commercial competition. 
3.20 0.90 0.870    
PBC1 I have the knowledge and time to use digital text voting for 3.56 0.90 0.758 0.786 0.788 0.554 
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commercial competition. 
PBC2 I have resources, time, ability and opportunities to use digital text 
voting for commercial competition. 
3.48 0.96 0.792    
PBC3 I have all the required resources and opportunities to use digital 
text voting for commercial competition. 
3.83 0.85 0.679    
BI1 I am willing to vote by digital text voting for commercial 
competition. 
3.73 0.92 0.763 0.838 0.816 0.597 
BI2 I plan to vote in the commercial competition process by digital 
text voting. 
3.52 0.93 0.741    
BI3 I will make an effort to vote by digital text voting for commercial 
competition. 









3.2. Data analysis  
SEM analysis produces a multiple correlation value, which are able to represent the validation of six 
hypotheses. As shown in Fig 2., all the correlations have positive values. The first correlation, between 
PEOU to PU (βPEOUėPU= 0.618), represents how the majority of commercial competition hosts able to 
give the easy procedures of voting process and makes the voters perceived it as useful. Generally, most of 
the voting system only asks a simple digital text format to support viewers’ favorite idol (i.e. SING01 for 
idol 1 voting format, where the voters can send it to social media forum, or to a certain number in SMS 
based medium). The second correlation, between PEOU to AT (βPEOUėAT= 0.144), depicts the conditions 
where the easy voting system will bring the positive likeable feeling of the voters. Affected from the 
positive correlation between PEOU to PU, the next third correlation PU to AT (βPUėAT= 0.512) indicates 
how the useful voting system able to enhance the voters’ likeable feeling. The following fourth 
correlation between AT to BI (βATėAT= 0.408) specifies how the intention to use digital text voting is 
largely influenced from the voters’ favorable feeling. The fifth correlation (βSNėBI= 0.319) symbolizes 
how the influence of someone or some group will determine the thought of voters to use digital text 
voting. In digital text voting case, SN can be predicted as some close relatives, such as family and 
working environment group. In some cases, the official local government asks their citizens to support the 
contestant that came from their places [17, 18]. The last correlation between PBC and BI (βPBCėBI= 0.310) 
shows how the voters have the resources and opportunities to use their choice in digital text voting. The 
result of SEM shows six positive correlations in each of the hypotheses. However, to ensure the 
significant value of each correlation, a bootstrap test was conducted. Bootstrap is suitable to estimate the 
significance correlation, especially when the sample data is relatively small (n≤400) [13]. The result of 
significance test also validates the hypotheses and they are shown in Table 3. 
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Table 2.Model fit result 
Variable Result Threshold 
Goodness of fit (GFI) 0.82 n ≥ 0.80 
Comparative fit index (CFI) 0.91 n ≥ 0.90 
Root mean square error of approximation (RMSEA) 0.08 n ≤ 0.08 
Table 3. Hypothesis validation result 
Factor Coefficient (β) Significant (p) Hypothesis Validation 
PEOU Æ PU .618 0.004 H1: Accepted 
PEOU  Æ AT .144 0.338 H2: Rejected 
PU  Æ AT .512 0.002 H3: Accepted 
AT  Æ BI .408 0.017 H4: Accepted 
SN  Æ BI .319 0.009 H5: Accepted 
PBC  Æ BI .310 0.034 H6: Accepted 
 
 
Table 3 summarizes that  5 out of 6 hypotheses are accepted. The correlation between PEOU and AT, 
represented as hypothesis 2 and as previously described, cannot be used due to its insignificant value. 
Hypothesis 2, probably, rejected due to the easy procedure was not highly vital to affect the voters’ 
attitude. This situation can be generally understood because when the voters have a great passion with the 
contestant, they will do whatever they want to vote, even though the voting system might have the 
complicated or easy procedures. This analysis also validates the prominent influence of AT as the highest 
value to directly affect voters’ BI. The R2 value of BI in this evaluation is 0.36, which indicates the total 
intention to use digital text voting for commercial competition in this model are 36% explained by its 
variance. 
4. Conclusion 
Understanding the voters’ behavior to use digital text voting for commercial competition is important 
and it will help the host to arrange the further strategies to attract the voters’ number by behavior 
encouragements. The current study extends the previous research, which was measured SMS usage on 
commercial competition by adding the PBC factor that is not explored in previous study [5]. The present 
study evaluates the voters’ behavior intention through a combination of TAM and TPB model for using 
digital text voting. Based on the evaluation result of this study, AT factor was revealed to have a 
dominant value in directly affecting BI. This situation indicates how the role of voters’ likeable feeling 
considered as important to influence the use of digital text voting for commercial competition. From six 
proposed hypotheses, five hypotheses significantly have positive value and one has insignificant positive 
value. The result also justifies the importance and significant role of PBC that is not explored yet. 
Based on SEM analysis, the overall factors to use digital text voting for commercial competition in the 
evaluation model explain 36% of its variance. In other words, there are approximately 64% of the 
variance of behavior intention itself still unexplored yet and they are suggested to be explored. Due to the 
limitation of the respondents’ sample, our result only shows the path correlation of each factor with 
moderate accuracy. Further recalculation with large number of respondents is suggested to strengthen the 
current findings. Although the common target for commercial competition are young people, the range of 
respondents’ ages in this study also moderately less to represent the total situation where the voting 
person could be the people whose ages vary below 20 and over 45. The study only captures the 
respondents that use the social network and online media interaction since the distribution of our 
questionnaires was performed by online. Nevertheless, the present study can give a valuable depiction of 
the important factors given by TAM and TPB that can influence the voters to use digital text voting for 
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commercial competition. This study expectedly contributes the behavior exploration of the field condition 
to help the commercial industries understand and addressing some improvement strategies based on the 
evaluated factor of digital text voting for commercial competition. A further analysis by measuring more 
factors is suggested for future research. 
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